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Advertisers portray idealized female models who have gained attractiveness from 
cosmetic surgery in their advertisements without knowing the effects of this decision. 
This thesis aims to address this unknown point about the portrayal of idealized female 
images in advertisements. It is a controversial topic, but an important topic, given the 
prominent use of cosmetic surgery in contemporary society. 
Two exploratory studies and five quantitative studies were conducted in Thailand 
to investigate: female consumer’ reactions to models that underwent cosmetic surgery, 
male consumers’ reaction to such models and the influence of cosmetic surgery on Asian 
beauty types. The results show that cosmetic surgery only enhances perceived 
attractiveness when the model underwent many cosmetic surgery changes and if female 
consumers do not perceive these surgery changes. However, both male and female 
consumers can detect surgery changes when the model has undergone many changes.  In 
sum, cosmetic surgery only affects attractiveness if many procedures have been 
conducted. But then the probability of detection is high, and detection overrides the 
positive effect of cosmetic surgery on perceived model attractiveness.  
This dark side does not occur amongst male participants in the reported 
experiments. We found that males believe in the negative news of claiming that the model 
has undergone cosmetic surgery, but such claims do not affect perceived model 
attractiveness. However, a claim of no surgery on model’s face provides benefit, as it 
increases perceived model attractiveness amongst male experiment participants, and 
consequently increases advertising effectiveness. 
Concerning the third topic, previous classifications of female models’ beauty 
types are based on a Western perspective. However, we have shown that Asian model 




perspective female model beauty types are classified into three main groups: Natural 
Cuteness (cute, natural, sweet, and local beauty), Non-Local/Surgery (Western look, 
Korean style, and surgery beauty), and Sexy Beauty (sexy, cool, and sharp beauty). Our 
results indicate that cosmetic surgery enhances Non-Local/Surgery beauty and Sexy 
beauty. However, the most effective beauty type in terms of advertising effectiveness is 
























I started my PhD with a dream to be a lecturer. After I graduated in the UK, I had to 
complete two papers with good grades to be able to study for my PhD in New Zealand. 
Moving to New Zealand was challenging for me. I faced many problems, the toughest of 
which being that after completing the two papers, I could not find a supervisor. But one 
person, Aunty Jo (Josephine Wong), told me that “God is good, and he has a plan.” That 
is true as I found the best supervisor for me. 
I still remember, in July 2014, I was supposed to enroll in the PhD program as I 
had completed the required papers, but I still did not have a supervisor. Dr. Andrew 
Murphy, Prof. Valentyna Melnyk and Prof. Harald van Heerde recommended that I 
should meet a new professor from the Netherlands who would arrive in the same month. 
Then, I got the email from Dr. Andrew to have a meeting with Prof. Leo Paas, who 
became my supervisor. At first, I had not thought about conducting research on models 
who underwent cosmetic surgery, but I read Prof. Paas’s research and found that he 
investigated thin models. Then, it occurred to me that Thailand also has many models 
who have undergone cosmetic surgery, so this might be an area in which we shared an 
interest.  
Definitely, the first person I would like to thank is Prof. Leo Paas. For me, he is 
more than a supervisor. He is my motivator and my inspiration. Many times when I felt 
like I had no energy to do my research, I just thought that I could not let my supervisor 
down. I am grateful to my co-supervisor, Dr. Angela McNaught. She always advised and 
guided me in the development of psychological theories on consumer behavior. I also 
would like to thank her for giving me good advice, support and flexibility. She shared 
with me many insightful ideas regarding research and how to process my work. Her 




My research could not have been developed like this without the suggestions of 
Prof. Valentyna Melnyk and Prof. Harald van Heerde. Both of them attended every 
seminar that I presented at CJM and always gave me constructive criticism and invaluable 
advice about how to develop my research. Also, these two professors were my lecturers 
for the two papers I had to complete before enrolling in the PhD program. They both 
developed my skills and knowledge to be ready for the PhD. 
I am grateful to all the lecturers in the School of Communication, Journalism and 
Marketing for their support, especially Dr. Sandy Bulmer, Dr. Nitha Palakshappa, Dr. 
Alexandra Hess, Simon Cope, Prof. Jonathan Elms, Associate Prof. Margaret Brunton, 
and Dr. Andrew Chrystall who always gave me opportunities to work and develop my 
skills in lecturing, tutoring and research. I am also indebted to my many PhD colleagues 
for the love and support we have shared during the PhD journey.  
I could not have completed my data collection this fast without the support of my 
colleagues from Assumption University, Thailand. I would like to thank them for 
allocating time for me to distribute questions in their classes and for supporting me since 
I knew that I would study for my PhD in New Zealand. They always listened to me when 
I just needed someone to talk to or wanted to chat about funny stuff. Without the 
assistance of these people, I would have faced many difficulties in the completion of my 
thesis. 
Two important people I must thank are Aunty Jo and Uncle Wong (Yong Keat 
Wong). I moved to New Zealand without knowing anyone here. These two people always 
guided me, came to me and listened to me when I had problems. During the time that I 
faced difficult problems in my life, they were the ones I could trust, and I believed their 




Of course, I could not have achieved the PhD without this group of people who 
always support me. I would like to express my thanks to my family for their care, love 
and support. Thanks to my mom and dad for always listening to me and supporting me in 
what I want to be. I am grateful to my parents for giving me the freedom to make my own 
decisions and for trusting my opinions and solutions. 
Special thanks to my husband for always taking care of me when I have no time. 
I know it was not easy for him to move to New Zealand and to take care of so many 
things. Our lives have been changing a lot, but it proves that I selected the right person. 
Additionally, I would like to thank his family for their love, support and wonderful 
consults during our difficult time. 
I would also like to thank Arjan Supang Jeamamornrat for changing my life, from 
the student who failed many times at exams in junior high school to the student who has 
become confident that I can do many things. Thank you to the Perry family, my best host 
family. Their love for me and everything that they taught me while I lived in the United 
States helps me to this day. My special thanks also go to my two best friends, Mint and 
Pat, for being sources of happiness, encouragement and so much more. Lastly, I would 







































Table of Contents 
Chapter 1 ........................................................................................................................... 1 
Introduction ....................................................................................................................... 1 
1.1. Background ............................................................................................................ 1 
1.2. Main Contributions ................................................................................................. 6 
1.3. Outline of the Thesis .............................................................................................. 9 
Chapter 2 ......................................................................................................................... 13 
Cosmetic surgery beauty in advertisements: Reactions of female consumers to female 
advertising models who have undergone cosmetic surgery ............................................ 13 
2.1. Introduction .......................................................................................................... 14 
2.2. Literature and Conceptual Framework ................................................................. 16 
2.3. Study 1: An exploratory study on cosmetic surgery recognition by consumers .. 20 
2.4. Study 2: Quantitative study on CS recognition and consequences ...................... 24 
2.5. Study 3: Consequences of CS in a controlled setting ........................................... 26 
2.6. Discussion ............................................................................................................ 35 
2.7. Appendices ........................................................................................................... 38 
Chapter 3 ......................................................................................................................... 59 
She has had cosmetic surgery: Reactions of male consumers to female advertising 
models who have undergone cosmetic surgery ............................................................... 59 
3.1. Introduction .......................................................................................................... 60 
3.2. Literature and Conceptual framework .................................................................. 62 
3.3. Study 1: Males’ abilities to detect CS and reactions to FAMUCS ...................... 66 
3.4. Study 2: Influences of media information ............................................................ 75 
3.5. Discussion ............................................................................................................ 83 




Chapter 4 ....................................................................................................................... 107 
Asian beauty types: Cosmetic surgery and advertising effectiveness ........................... 107 
4.1. Introduction ........................................................................................................ 108 
4.2. Literature and Conceptual Framework ............................................................... 110 
4.3. Study 1: Exploring the beauty types of Asian female models in an exploratory 
setting ........................................................................................................................ 115 
4.4. Study 2: Quantitative study on classification of beauty types and their effects on 
advertisements ........................................................................................................... 124 
4.5. Discussion .......................................................................................................... 130 
4.6. Appendices ......................................................................................................... 134 
Chapter 5 ....................................................................................................................... 145 
Conclusion .................................................................................................................... 145 
5.1. Summary of Findings ......................................................................................... 146 
5.2. Academic Contributions ..................................................................................... 152 
5.3. Managerial Implications ..................................................................................... 155 
5.4. Limitations and further research......................................................................... 157 












List of Figures 
Figure 2.1 Research model of chapter 2 …………………………..….…………..……20 
Figure 2.2 CS recognitions in study 1 chapter 2 …………………...……….….………23 
Figure 2.A The Interview process for study 1 chapter 2 ………..…..…………........…40 
Figure 3.1 Research model in study 1 chapter 3 ………………………….……………66 



















































List of Tables 
Table 1.1 Overview of the research questions in three chapters …………..………….…7 
Table 2.1 Internal consistency in study 3 chapter 2 ……………………..………......…30 
Table 2.2 Measurement model correlation matrix in study 3 chapter 2 ….………......…31 
Table 2.3 Structural model results in study 3 chapter 2 ………………...…..……….....34 
Table 2.A Question and scale about models’ faces in study 3 chapter 2 ………........…41 
Table 2.B1 Results of control factors in study 3 chapter 2 …………..……..….....……43 
Table 2.B2: Results of main factors analysis in study 3 chapter 2 ………………..……44 
Table 2.E1 Exploratory factor analysis (Before factor reduction) in study 3 chapter 2 …..56 
Table 2.E2 Exploratory factor analysis (After factor reduction) in study 3 chapter 2 …..57 
Table 3.1 Internal consistency in study 1 chapter 3 …………………………….……...71 
Table 3.2 Measurement model correlation matrix in study 1 chapter 3 ….….…...….....72 
Table 3.3 Structural model results of study 1 chapter 3 ………………...…………...…74 
Table 3.4 Internal consistency in study 2 chapter 3 ……………….……...………...…..78 
Table 3.5 Measurement model correlation matrix in study 2 chapter 3 ….……….…....79 
Table 3.6 Structural model results of study 2 chapter 3 …………………….….………81 
Table 3.B1 Exploratory factor analysis (Before factor reduction) in study 1 chapter 3 …..93 
Table 3.B2 Exploratory factor analysis (After factor reduction) in study 1 chapter 3  ......94 
Table 3.D1 Exploratory factor analysis (Before factor reduction) in study 2 chapter 3 ...103 
Table 3.D1 Exploratory factor analysis (After factor reduction) in study 2 chapter 3 …..104 
Table 4.1 Descriptions of model beauty types (Goodman et al., 2008, p. 152) …..……111 
Table 4.2 Factor loading by SmartPLS analysis …………………….………...………128 

























List of Abbreviations  
CS  Cosmetic Surgery 
CSR  Corporate Social Responsibility 
CS Change Number of facial parts that are underwent cosmetic surgery 
FAM  Female Advertising Model who has not undergone Cosmetic Surgery 
FAMUCS Female Advertising Model who has Undergone Cosmetic Surgery 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
xiv 
 
 
 
 
 
 
 
